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Résumé en
anglais
Several previous studies have highlighted the role of feedback mechanisms in the
success of electronic marketplaces. This paper contends that the effectiveness of
online feedback mechanisms passes through two channels, namely a ‘reputational’
effect that has been largely documented in the literature, but also a ‘(dis)approval’
effect that has received less attention. We attempt to isolate these two effects using
an experimental approach. For this purpose, we compare two experimental feedback
systems that differ in the set of information available to participants. In the first
feedback system, each player can observe the feedback profile of the other party,
whereas in the second feedback system, this information is private. Our findings
indicate that both systems improve cooperation. However, we observe that Private
Feedback is less efficient in enhancing trust and trustworthiness than systems in
which rating profiles are observed by partners. This finding is due to both a reduction
of the number of assigned ratings and a lower impact of private ratings on subsequent
decisions. All these results suggest that even if social (dis)approval matters, rating
observability – and thus reputation – remains critical to induce honest behavior and
improve efficiency in markets characterized by imperfect information.
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